This research explores the macro-level influences of religion on the marketplace by showing how religion influences beliefs of dominion and stewardship, which subsequently influence marketplace attitudes and sustainable behavior. A survey of 1,101 adults was conducted, with results showing religious individuals express greater beliefs of dominion while non-religious individuals express greater beliefs of stewardship. Stewardship beliefs in turn positively influence one's tendency to engage in sustainable behavior, while dominion does not. These beliefs also mediate the relationship between religiosity and behavior, though the effects of dominion are negative and weaker than those of stewardship. We also provide insight into whom consumers hold responsible for solving sustainability issues, with the non-religious placing responsibility on consumers and the religious placing responsibility on producers. We build off value-belief-norm and attribution theories to discuss how our findings contribute to sustainability in marketing systems and provide greater understanding of the intersection between religion and sustainability.
Introduction
How does faith affect sustainability, and what impact does this relationship have on the form and function of marketing systems? These are core questions of interest for macromarketing scholars studying marketing systems as well as those who have a long-standing interest in both religion and sustainability.
Focusing on the study of marketing systems and the reflexive relationships between these systems and society (Hunt 1981) , macromarketing revolves around three basic principles: (1) markets are complex systems, (2) with complex antecedents, (3) and consequences that have implications well beyond those directly engaged in exchange (Mittelstaedt, Kilbourne, and Mittelstaedt 2006) . All three of these principles hold true for religion, sustainability, and their respective roles in marketing systems. With a world population of over 7 billion people (U.S. Census Bureau 2015) , 70% of whom self-identify as religious (Hunt and Penwell 2008) , it is imperative to understand how religion influences markets and marketing systems. Layton (2007) , for example, suggests that one's core religious beliefs about humanity's relationship with nature has profound effects on marketing systems and, concurrently, on the role of marketing in creating a more sustainable future. We seek to explore these effects of religion on marketing systems in the current research, particularly in the area of sustainable behavior.
One of the first discussions on religion and sustainability came from White (1967) , who posited that Western religious followers (Christians, Jews, Muslims) should be less sustainable than non-religious individuals because of dominion references in scripture. Follow-up studies have confirmed this thesis, with highly religious individuals of Western religions being the least sustainable in comparison to less or nonreligious individuals (Eckberg and Blocker 1989; Minton 2013; Wolkomir et al. 1997; Woodrum and Wolkomir 1997) . Alternatively, recent research has also suggested that highly religious individuals should be more sustainable because sustainability is increasingly being encouraged in many churches (Djupe and Gwiasda 2010; Minton, Kahle, and Kim 2015; Wilson 2012) , although sustainability discussions can vary by religious institution and denomination.
Given these contrasting perspectives of how religion affects sustainable behaviors, surprisingly little discussion has examined how the religion-influenced beliefs of dominion and stewardship influence such differences and, in turn, motivate participation in sustainable behaviors (for one of the few exceptions see Rasmussen 1991) . Though such widely held beliefs are likely to guide behavior in potentially diverging directions, they are difficult to change and their effects seem to be constant over time (Stern 2000) . Considering this ability for beliefs of stewardship and dominion to impact behavior long-term, we believe a need remains to better understand who holds these beliefs and, ultimately, the impact on sustainable behavior and marketing systems. Regarding beliefs, we focus solely on the widely held beliefs of stewardship and dominion, rather the expanded categorizations of environmental ideologies adhered to by some scholars (Rasmussen 1991) .
Building on value-belief-norm theory (Stern 2000) , we reconcile prior inconsistencies in part by examining the differing beliefs of stewardship and dominion between religious and non-religious individuals and how these beliefs influence sustainable behaviors. Furthermore, we examine the differences between these individuals on who they believe to be most responsible for solving environmental issues, in what we term locus of responsibility. Integrating literature on locus of control (Kalamas, Cleveland, and Laroche 2014) and attribution theory (Kruglanski 1975) , we investigate to whom the religious and non-religious attribute responsibility for resolving environmental issues (i.e. consumers or organizations/governments) and discuss the implications for macromarketing scholarship.
Thus the purposes of this article are to (1) build on valuebelief-norm theory to reconcile inconsistencies about whether religious consumers are more or less sustainable than nonreligious consumers, (2) understand how views of dominion and stewardship explain such differences in sustainable behaviors, (3) explore the differences between the religious and non-religious on perceived locus of responsibility and, finally, (4) examine the importance of these differences for macromarketing. To fulfill these goals, we first review the literature on religion and macromarketing, religion and sustainability, and locus of control and attribution theory before introducing our study using a representative, national sample of 1,101 households to assess these effects of religion on marketing systems.
Religion and Macromarketing
Religion is represented by a set of core beliefs, described in religious scripture, and is supplemented by teachings from religious leaders (Bowker 2005; Hunt and Penwell 2008; Minton and Kahle 2013) . William James (1902) describes prominent world religions as divided into two segments: Western religions and Eastern religions. Western religions (e.g. Christianity, Judaism, Islam) follow a monotheistic view that God created the world, and prophets provide key insight from God that is supposed to be obeyed by followers, with the ultimate goal in life as reaching heaven. In contrast, Eastern religions (e.g. Hinduism, Buddhism, Taoism, Confucianism) follow a polytheistic (i.e., many gods) or non-theistic view that God is in and through all elements of nature, and key insights provided by an awakened one, such as the Buddha or other experienced spiritual leaders, are followed by seekers, with an ultimate goal in life of achieving enlightenment. Although existing research has noted the behavioral differences between Western and Eastern religious individuals with regards to sustainability (e.g., Minton, Kahle, and Kim 2015) , we confine our work to religious and non-religious individuals within a Western context, as the concepts of stewardship and dominion are less prominent in Eastern religious teachings (Bakken 2009 ).
In the macromarketing literature, research has explored the effects of religious institutions on the formation of marketing systems (Mittelstaedt 2002 ) and the effects of religion on globalization and business strategy (Klein 1987; Klein and Laczniak 2009; Laczniak and Klein 2010) . In particular, Mittelstaedt (2002) describes how religion influences how marketing occurs (e.g., dictating certain dress requirements in advertisements), limits the products that are sold (e.g., alcohol prohibitions), and, ultimately, determines the days and times that business can occur (e.g., limiting business on holy days). These influences are both direct (e.g., religious control of market structures) and indirect (e.g., religion defining social institutions such as marriage or family), with significant implications for market structure and function.
Along a different line of thinking, Rinallo, Scott, and Maclaran (2012) propose four ways that religion and the marketplace merge: (1) sacralization of the mundane (e.g., ordinary cows turned sacred in Hindu traditions), (2) spiritual meanings in consumption (e.g., consumption itself being turned into a belief system through economism), (3) commodification of the spiritual (e.g., marketing religious products or services), and (4) consumption of spiritual goods (e.g., sale of books of religious scripture or religious apparel). What is missing from these analyses, though, is a better understanding of how religious beliefs inform sustainable consumption activities and, in turn, how these activities impact marketing systems -oversights we seek to address in the current research.
As Harrell (1986) describes, religion influences consumers both on a micro-level through explicit prohibitions dictated in and by religious scripture and leaders, and also on a macrolevel through values that are impressed upon the marketplace by such scripture and religious leaders. Building from this research, we look at how the values inspired by one's religion (or lack thereof) influence one's beliefs of dominion and stewardship, where dominion refers to feeling control over nature and stewardship refers to caring for nature. We further examine how these beliefs inform one's marketplace behavior. Specifically, we look at how religion informs one's beliefs of either stewardship or dominion and the impact on the marketplace with regards to sustainability. An understanding of this is vital for macromarketing, as religious-inspired views of either dominion (i.e., God placed humanity here to rule over nature) or stewardship (i.e., God placed humanity here to care for his creation) can influence broad marketplace legislation and lead to disparate outcomes for marketing systems.
Given that one's beliefs are inherently tied to the values shaped in part by one's religiosity (Stern et al. 1999 ), Stern's (2000) value-belief-norm theory provides an appropriate framework for investigating the relationships among religiosity, beliefs of dominion and stewardship, and sustainable behavior. As implied by the name, value-belief-norm theory suggests that one's values inform one's beliefs, which in turn influence behavior based on these values and beliefs. Stern (2000) states that one's religion is a guiding factor for the values that one lives by, which ultimately guide beliefs and the decisions that one makes on a daily basis. What value-beliefnorm theory has not previously specified, however, is whether or not religious values activate stewardship beliefs, thereby positively influencing sustainable behavior, or activate beliefs of dominion, thereby negatively influencing sustainable behavior.
Religion, Dominion, Stewardship, and Sustainability
Value-belief-norm theory is based upon core beliefs (Stern 2000) . As stated earlier, religion is a set of core beliefs derived from religious scripture and teachings from religious leaders (Bowker 2005; Hunt and Penwell 2008; Minton and Kahle 2013) . Earlier interpretations of Western religious scripture, in particular, describe scripture as instructing attitudes of dominion (Eckberg and Blocker 1989; White 1967; Wolkomir et al. 1997; Woodrum and Wolkomir 1997) . White (1967) states that passages in Christian scripture directing man to name animals and subdue the earth indicate that religious individuals should have attitudes of dominion and therefore be less sustainable than non-religious individuals. As an example, van Bohemen and colleagues (2012) allude to the scripture passage Genesis 1:28, ''Be fruitful and multiply, and fill the earth and subdue it; and have dominion over the fish of the sea and over the birds of the air and over every living thing that moves upon the earth,'' as encouraging dominion beliefs. These authors and others contend that God giving the world and all that is in it to man to use as man sees fit is an explicit declaration that humans possess authority over the earth to do as they please.
With regards to messages like those present in Gen. 1:28, literal interpretation of the passage would likely lead to one believing that man is given the earth to ''have dominion'' over all that is in it. Arguably, the more one is exposed to the conservative, inerrant teaching of such scripture from religious leaders, the more likely one is to also espouse beliefs of dominion, which could then spillover into their marketplace behavior. Research on political ideology conveys similar relationships consistent with value-belief-norm theory (Stern 2000) , in that conservative values are connected more to beliefs of dominion, whereas liberal values are connected to stewardship (Watkins, Aitken, and Mather 2016) . Prior research also supports the conjecture that conservative Western religious consumers tend to participate in fewer sustainable behaviors than non-religious consumers or consumers of other religious affiliations (Eckberg and Blocker 1989; Minton 2013; Minton, Kahle, and Kim 2015; White 1967; Wolkomir et al. 1997; Woodrum and Wolkomir 1997) .
In contrast, more recent teachings from religious leaders, particularly religious progressives, have reinterpreted these passages to mean that religious individuals should be good stewards of creation, exemplified in such actions as the Genesis Covenant (Wilson 2012) , the Catholic Climate Covenant (2015) , and Pope Francis' recent encyclical, Laudato Si' (2015) . This reasoning also fits in line with value-beliefnorm theory (Stern 2000) , where religious values can possibly influence stewardship-oriented beliefs, thereby encouraging positive participation in sustainable behaviors. Existing research also provides support for this reasoning, showing Western religious consumers can be more sustainable than non-religious consumers or consumers of other religious affiliations (Martin and Bateman 2014; Minton, Kahle, and Kim 2015) . Given these conflicting results suggesting that religious values can lead to either dominion or stewardship beliefs (resulting in more or less sustainable behavior), further research is needed to examine and reconcile these inconsistencies.
While religious views toward sustainability may be shifting, the views of the non-religious consumer are also hard to pinpoint. Though the views and beliefs of the non-religious toward sustainability might be difficult to discern, evidence from research finds they still carry a belief system that influences their behavior (Minton and Kahle 2013) . Some non-religious consumers follow a naturalist view where nature is worshipped and sustainability is emphasized (Greeley 1993) , thereby leading to the belief that the Earth needs to be sustained for generations to come (Dunlap 2004) . In contrast, other nonreligious believers adhere more to worldviews associated with economism and materialism that are rooted in the acquisition of material possessions (Huan 2010) , which stand in opposition to sustainability. Accordingly, less is known about the dominion and stewardship beliefs of the non-religious, which is an important piece to understanding the puzzle of how these beliefs influence sustainable behavior. We again use value-beliefnorm theory (Stern 2000) to better understand the dominion/ stewardship beliefs of non-religious versus religious consumers, and the ultimate effect of such beliefs on sustainable behavior.
Previous research (van Bohemen et al. 2012 ) has examined in part the competing relationships between religious and nonreligious belief systems and sustainability, finding dominion beliefs to be negatively related to environmental consciousness and stewardship beliefs positively related. However, these authors only explore religion, stewardship, and dominion as they relate to general environmental consciousness and concern (e.g., concern over air and lake pollution or global warming) rather than sustainable behavior. Thus, as van Bohemen and colleagues (2012) agree, further research is needed to examine how dominion and stewardship mediate the relationship between religion and sustainable behaviors.
At its core, sustainable behavior is thought to be driven by one's values toward the environment and other people, with these values reflected in one's beliefs and behavior (Minton et al. 2012) . In other words, values influence beliefs that then influence sustainable behavior, as described in value-beliefnorm theory (Stern 2000) . Considering that these values often find their root in one's religion (Roccas 2005; Saroglou, Delpierre, and Dernelle 2004) , it would make sense that one's religiosity would serve as an important predictor of one's decision to engage in sustainable behavior. As noted, however, previous research presents conflicting evidence as to whether religion has a positive or negative influence on sustainable behavior and the corresponding role of stewardship and dominion, which we seek to reconcile. Thus, we address the call of van Bohemen et al. (2012) and others to examine the influence of religiosity on beliefs of dominion and stewardship, and the impact on sustainable behavior within both (Western) religious and non-religious consumers. Examining these relationships is particularly important in the context of macromarketing, where religion can influence attitudes toward sustainable product adoption, government legislation and subsidies for sustainable products, among a host of other things.
Locus of Responsibility for Solving Environmental Problems
Also of great interest to the macromarketing discussion of religion and sustainability is whom consumers believe to ultimately be responsible for solving the current environmental issues, or, stated differently, where consumers feel the locus of responsibility lies. For instance, Kalamas, Cleveland, and Laroche (2014) find that consumers often place environmental blame on either a powerful other (e.g. a God or divine being) or to chance or fate. According to attribution theory (Kruglanski 1975) , however, blame and responsibility can also be cast to a greater variety of sources including to one's self as the consumer or to other marketplace actors (e.g., companies or governments), along with the aforementioned spiritual or fate/chance attribution. While prior research has shown that one's perceived environmental locus of control is influenced by their general corporate skepticism (Cleveland, Kalamas, and Laroche 2005) and cultural traits of individualism or collectivism (McCarty and Shrum 2001), research has yet to examine how religion influences perceived environmental locus of responsibility.
In placing the responsibility for solving environmental issues, it is possible that religious and non-religious individuals diverge, attributing the responsibility to different marketplace actors like consumers or organizations. For instance, since religious individuals are on average more politically conservative, and thus trust government and organizations more than their non-religious counterparts (Stern et al. 1999) , we might expect religious individuals to display greater faith in other marketplace actors (e.g. business organizations) to solve environmental issues rather than themselves. This is just what Minton (2015) finds when showing that religious individuals have greater trust in the marketplace than do the non-religious. Conversely, we might also expect non-religious individuals who typically maintain less trust in government and organizations (Guiso, Sapienza, and Zingales 2003) to place greater burden on themselves and other consumers to be more environmentally responsible and, subsequently, solve environmental problems. In the current research we examine this issue, seeking to determine whether religious and non-religious individuals have disparate beliefs as to who is responsible for solving environmental issues. Such disparate beliefs would have significant macromarketing implications, affecting the logics of marketing systems and the behavior of system actors, with marketplace adaptations and solutions necessary to be found.
In summary, prior research reveals a series of inconsistencies with regards to the sustainable behavior tendencies of the religious and non-religious. We build on value-belief-norm theory (Stern 2000) to reconcile in part these inconsistencies and address the call of van Bohemen and colleagues (2012) to examine the role that the beliefs of dominion and stewardship play in the sustainable tendencies of the religious and nonreligious. Specifically, we propose that religion leads to greater beliefs of dominion purporting that humans are meant to rule over the earth, leading to fewer sustainable tendencies. In contrast, beliefs of stewardship suggest that people are called to protect the earth (i.e. be good stewards of), ultimately leading to more sustainable tendencies. Finally, we extend work on attribution theory (Kruglanski 1975 ) and locus of control (Kalamas, Cleveland, and Laroche 2014) by proposing that religious and non-religious individuals likely differ on to whom to attribute responsibility for solving environmental issues. In the next section, we describe the results of a national survey administered to test these relationships among religion, dominion, stewardship, and behavior.
Methods

Sample and Data Collection
To test the relationships among religion, stewardship, dominion, and sustainable behavior, we conducted a nationwide survey of U.S. consumers. Respondents were pre-qualified to mirror U.S. Census demographic estimates, and a professional marketing research firm oversaw data collection. Selected respondents completed an online survey, with a final sample size of 1,101 attained. Respondents were equally distributed across gender, with 571 females (51.9%) and 530 males (48.1%) participating.
Because the concepts of stewardship and dominion are firmly rooted in Western religion scripture but less prominent in Eastern religion teachings (Bakken 2009 ), we chose to focus our sample on a Western religion context. A wide variety of Western religions were represented in our sample, including Christianity and various sub-domains like Protestant denominations (e.g. Baptist, Methodist, Presbyterian), Pentecostal, Church of Christ, Eastern Orthodox, and Catholicism. Other Western religions like Mormonism, Judaism, and Islam were also represented. By incorporating a diversity of Western religions, we are able to provide an expansive view of how these individuals view their relationship to the earth and their subsequent behaviors.
Measures
The measures used to test the relationships in this study were scales validated in prior research or developed for the purpose of this research, where appropriate (see Appendix 1 for item statistics). Respondents' religious values were measured by their self-identified religiosity, using a Yes/No response. In our sample, 657 individuals (59.7%) identified as religious, while 444 (40.3%) identified as non-religious. This religious/nonreligious split is consistent with a recent Gallup poll finding that, while a majority of Americans consider themselves religious, more than a third do not (Newport 2012) . For those who declared themselves religious, we further assessed how often respondents attended religious services using the options: More than Once a Week, Once a Week, Once or Twice a Month, A Few Times a Year, Once a Year or Less, Never. We also considered the possibility that all religious individuals cannot necessarily be placed into one group, given the likelihood of differences even amongst those that identify as religious (Minton 2014) . For instance, Jones and colleagues (2013) find that even within the U.S. religious population, individuals can identify as religious conservatives, religious moderates, and religious progressives. Taking this into account, we measured political perspective and political affiliation to further segment our religious sample into similar categorizations. Political perspective was measured with a single item on a 5-point scale ranging from Very Conservative to Very Liberal. Similarly, respondents identified their political affiliation as Republican, Democrat, Independent, Other, and Not Interested in Politics. From these measures, 33.2% of respondents identified as religious conservatives, 30.1% as religious liberals (progressives), 22.2% as religious moderates, and 14.5% as something else or not interested in politics. Trust in organizations was also measured with a single item on a 7-point scale ranging from Strongly Distrust to Strongly Trust. Measures for dominion (4 items; a ¼ .77) and stewardship (6 items; a ¼ .85), based on Noe and Snow (1990) , asked respondents about their beliefs concerning the relationship between humans and the earth, and was measured on a 7-point scale (Strongly Disagree -Strongly Agree).
Building from the knowledge that sustainable behavior is multi-dimensional in nature with several distinct types (Leary et al. 2014) , we sought to create a holistic perspective of behaviors generally perceived to have positive environmental influence throughout the consumption process. We measured pre-purchase intention (i.e. willingness to pay for sustainable alternatives), purchase behavior (i.e. eco-conscious buyer behavior), and post-consumption behavior (i.e. recycling behavior). These dimensions provide a good measure for one's tendency to engage in sustainable behavior. Willingness to pay (WTP) was measured for sustainable alternatives of ten common consumer goods (e.g. food, small and large appliances). For each item, respondents were given seven options (pay 20% less, pay 10% less, pay 5% less, pay no more or less, pay 5% more, pay 10% more, or pay 20% more than non-sustainable goods; a ¼ .97). Eco-conscious buyer behavior (ECBB) was measured on a 7-point scale (Strongly Disagree -Strongly Agree) using nine items from Roberts (1996) , asking respondents about their tendency to make conscious decisions to purchase sustainable products (a ¼ .95). Three post-consumption behavior items developed for this study asked how often respondents recycled paper, plastic, and glass (a ¼ .92), and were measured on a 5 point scale (Never -Always).
To assess who respondents felt maintained the greatest responsibility for solving environmental problems (locus of responsibility), respondents were asked 6 questions (a ¼ .92) that placed greater burden on producers and organizations (e.g. Businesses have an economic and environmental responsibility to future generations) and 6 questions (a ¼ .92) that placed greater burden on consumers (e.g. Consumers should consider the environment as one of their stakeholders when making decisions). All locus of responsibility items were based on the ethical arguments for sustainable marketing from Murphy (2005) and measured on a 7 point scale (Strongly DisagreeStrongly Agree). Table 1 shows the intercorrelations among the constructs.
Findings
Differences Between Religious and Non-Religious on Sustainable Behavior
We first tested the relationship between religious versus nonreligious consumers on environmental intention and behavior. Results show that non-religious individuals express greater intention to pay more for sustainable alternatives than religious individuals (m religious ¼ 4.03 , m non-religious ¼ 4.30; t(1018) ¼ 4.04, p < .001). We also find a significant difference between the religious (m ¼ 4.61) and non-religious (m ¼ 4.82) on ecoconscious buyer behavior (ECBB) (t(1006) ¼ 2.82, p < .01) and a marginally significant difference on post-consumption behavior (m religious ¼ 3.73, m non-religious ¼ 3.87; t(960) ¼ 1.08, p < .08). These results appear to confirm traditional perspectives on the relationship between religiosity and environmental intention and behavior (Eckberg and Blocker 1989; Minton 2013; Wolkomir et al. 1997 ; Woodrum and Wolkomir 1997), with religious individuals being less likely to engage in such actions.
The Roles of Dominion and Stewardship
With these results showing religious and non-religious individuals participate to different extents in sustainable intentions and behaviors, we need to understand the underlying beliefs as to why they differ (van Bohemen et al. 2012) . To accomplish this, we explore differences between religious and non-religious individuals on beliefs of dominion and stewardship. Building from our previous findings and the traditional perspective of Western religion that man was created to rule over God's creation (White 1967) , we expected religious individuals to express higher beliefs of dominion. Conversely, we anticipated non-religious individuals would believe people are called to be stewards of earth, as they are unlikely to adhere to the same teachings as the religious respondents (Dunlap 2004 Minton (2015) . This measure includes twelve items in total assessing religiosity as a comprehensive construct representing affective, behavioral, and cognitive religiosity components. Results of this follow-up study support our initial results, in that less religious individuals (m ¼ 5.52) hold greater beliefs of stewardship than do more religious individuals (m ¼ 5.16; t ¼ 2.04, p < .05). Further, more religious individuals hold beliefs of dominion (m ¼ 3.75) more so than their less religious counterparts (m ¼ 2.76; t ¼ 4.41, p < .001). Taken together, the results of our main study and follow-up study allow us to reconcile previous inconsistencies by suggesting that the differences amongst religious and non-religious consumers on sustainable behavior are in part a function of their differences in beliefs of dominion and stewardship.
While these results provide initial evidence that religious individuals have high (low) beliefs in dominion (stewardship) compared to the non-religious, we further explore our initial dataset to determine how these beliefs influence decisions to engage in sustainable behavior. A series of regression models were run to determine the predictive influence of dominion and stewardship on our intention and behavioral measures (willingness-to-pay [WTP], eco-conscious buyer behavior [ECBB] , and post-consumption), with the expectation that beliefs of stewardship will positively impact environmental intention and behavior but that dominion will not. Finally, we ran a series of mediation models to determine if beliefs in stewardship or dominion intervene to influence the relationship between religiosity and environmental intention and behavior, thus serving as a potential underlying process explaining why individuals engage in sustainable behavior. Using the Indirect mediation macro with bias-corrected confidence intervals (Preacher and Hayes 2008) , we first find that dominion and stewardship partially mediate the relationship between religiosity and willingness to pay intention. The total indirect effect of religiosity on willingness to pay through the mediator of stewardship is .07, with stewardship exhibiting a positive influence on willingness to pay (b ¼ .18 [t ¼ 5.76], p < .001) and a 95% CI (confidence interval) excluding zero (.04, .12). Dominion also contributes to this partial mediation, though in the opposite, negative direction (b ¼ -.07 [t ¼ -2.75], p < .01; 95% CI: .01, .09).
Our results also show that stewardship mediates the relationship between religiosity and eco-conscious buyer behavior (ECBB), with stewardship dropping the direct effect of religiosity on ECBB to non-significance (b ¼ -. 
Intragroup Differences for Religious Individuals
As mentioned in our methods introduction, previous research suggests that it is unwise to place all religious individuals into one homogenous group. Rather, researchers should further explore intragroup differences of religious consumers (Jones et al. 2013 ) to uncover any subtle but profound effects. We analyzed such differences along the dimensions of religious participation (i.e. attending religious services) and religious conservatism and progressivism. Interestingly, our data show that how often one attends a religious service has a unique influence on one's beliefs of dominion (F(5, 651) ¼ 9.49, p < .001) or stewardship (F(5, 651) ¼ 5.34, p < .001). For example, respondents who attend a religious service more than once a week (m ¼ 4.26) are found to score significantly higher on the dominion scale than do those who never attend religious services (m ¼ 3.38; p < .001), those who attend a few times a year (m ¼ 3.41; p < .001), those who attend once a year or less (m ¼ 3.34; p < .001), and even those who attend once or twice or month (m ¼ 3.63; p < .05). However, no significant difference on dominion is found between those who attend more than once a week and those who attend once a week (m ¼ 4.01; p > .1).
We find the opposite trend when looking at stewardship. Those who never attend a religious service (m ¼ 5.42) hold significantly higher stewardship beliefs than do those who attend a service once a week (m ¼ 4.87; p < .001) or more than once a week (m ¼ 4.96; p < .001). There is no significant difference, though, between those who never attend a service and those who attend once a year or less (m ¼ 5.49; p > .1), a few times a year (m ¼ 5.29; p > .1), or once or twice a month (m ¼ 5.22; p > .1). Similar to before, those who attend a religious service once a week or more stand alone as believing less in stewardship than all other groups.
Next, we segmented our religious sample on the basis of whether they were religious conservatives, religious moderates, or religious liberals, based on the similar categorization of Jones and colleagues (2013) . We place our focus on conservatives and progressives, as this is where the main differences lie. Results indicate significant differences between progressives and conservatives on beliefs of stewardship (F(4, 652) ¼ 19.79, p < .001) and dominion (F(4, 652) ¼ 4.10, p < .01), with religious conservatives more likely to hold beliefs of dominion (m ¼ 3.99) than religious progressives (m ¼ 3.51; p < .001). Conversely, and interestingly, the same religious progressives held much higher stewardship beliefs (m ¼ 5.62) than their conservative counterparts (m ¼ 4.61; p < .001). Results from our previously mentioned follow-up study also support these results, with conservatives (m ¼ 3.88) expressing These intragroup results point to the notion that the more often one attends a religious service, the more likely they are to espouse beliefs of dominion over the earth. In other words, highly religious consumers who are exposed to religious teachings more often tend to adhere more to dominion views and less to stewardship views than less or non-religious consumers. However, we also show that religious conservatives are more likely to hold dominion views than religious progressives. Taken together, these results suggest that religious conservatives who attend religious services more frequently are most likely to hold dominion views and negative intentions toward sustainable behaviors.
Locus of Responsibility for Solving Environmental Problems
After determining that beliefs of stewardship and dominion play a significant role in explaining why religious and non-religious individuals differ in their sustainable behavior tendencies, we investigated the locus of responsibility for solving environmental problems. We expected that religious respondents would have a more conservative political perspective and be more likely to trust organizations in comparison to non-religious individuals, leading religious respondents to attribute responsibility to other marketplace actors rather than consumers. Indeed, religious respondents (m ¼ 2.61) were more conservative than their non-religious counterparts (m ¼ 3.30; t(936) ¼ 12.36, p < .001) and displayed significantly more trust in organizations (m religious ¼ 2.48 , m non-religious ¼ 2.30; t(960) ¼ 3.09, p < .01).
Building from these results, our locus of responsibility expectation is supported, as religious and non-religious individuals differ in their perspective of who is responsible for solving environmental issues. The more conservative religious individuals placed greater burden on producers and organizations for sustainability-related issues than the more progressive nonreligious individuals (m religious ¼ 5.67 , m non-religious ¼ 5.54; t(889) ¼ 1.97, p < .05). Conversely, non-religious individuals believe that consumers are responsible for and bear the greatest burden when it comes to solving environmental issues (m religious ¼ 5.25 , m non-religious ¼ 5.60; t(1126) ¼ 5.18, p < .001). These intriguing findings are the first observed of their kind, extending work on environmental locus of control (Kalamas, Cleveland, and Laroche 2014) and attribution theory (Kruglanski 1975) . Our findings indicate that religious individuals have greater faith in the marketplace for solving environmental issues with organizations playing a pivotal role, while non-religious individuals feel that change has to start with the consumer.
Discussion
General Discussion
As expected, religion helps to explain views toward dominion and stewardship, which influence participation in sustainable behaviors and views on the locus of responsibility for environmental issues. Stated another way, dominion and stewardship are key constructs to take into consideration when explaining why religion influences behavior in the marketplace. These findings support value-belief-norm theory (Stern 2000) where (non)religious values influence beliefs of dominion and stewardship, which then influence sustainable outcomes.
In fitting with White's (1967) thesis and a large body of prior research (Eckberg and Blocker 1989; Minton 2013; Wolkomir et al. 1997; Woodrum and Wolkomir 1997) , religious consumers participate in fewer sustainable behaviors in comparison to non-religious consumers. While the relationship among religion, dominion, and stewardship has been debated in the literature (van Bohemen et al. 2012) , our findings partially reconcile these inconsistencies by showing that religious consumers hold stronger to views of dominion, while non-religious consumers hold stronger to views of stewardship. These results were supported using both dichotomous and continuous measures of religiosity. Ultimately, these dominion views lead to less frequent participation in sustainable behaviors, in contrast to stewardship views that significantly and positively influence participation in sustainable behaviors. Further, our findings suggest that these beliefs of dominion are in part contingent upon how often religious individuals attend religious services, as exposure to teachings of Western scripture seems to influence how one feels regarding man's relationship to the earth.
Such effects are likely dependent, however, upon the conservative or progressive interpretation of scripture, which was not addressed in this study. We did develop proxies for liberal/ conservative political views to show that religious consumers were more likely to be conservative and, consequently, less sustainable in comparison to liberals. Further research is needed, however, to specifically examine liberal/conservative interpretations of scripture. Differences between religious conservatives and progressives could help to explain why this research supports the body of literature suggesting a positive relationship between religiosity and dominion beliefs (Eckberg and Blocker 1989; Minton 2013; Minton, Kahle, and Kim 2015; White 1967; Wolkomir et al. 1997; Woodrum and Wolkomir 1997) and not stewardship (Corraliza and Berenguer 2000; Granzin and Olsen 1991; Kollmuss and Agyeman 2002; Martin and Bateman 2014; Minton, Kahle, and Kim 2015; Wilson 2012) . Thus, future research is needed to examine how religious conservativeness influences environmental views and resulting marketplace behaviors. We must further note that the results of this study are limited to a United States sample, making it possible that the conservatism often associated with the religious population in the U.S. might be responsible in part for the dominion attitudes found in these respondents. Future research can explore non-U.S. populations to discern any differences in these beliefs among religious consumers.
Our data show that beliefs of stewardship mediate the relationship between religiosity and sustainable behavior, uncovering a behavior-specific belief that translates one's values into positive behavior (Steg, Dreijerink, and Abrahamse 2005).
Further, we extend the value-belief-norm theory (Stern 2000; Stern et al. 1999) by being the first to show that religious values activate beliefs of dominion, and that these beliefs also mediate the relationship between religiosity and behavior, albeit in a negative direction, leading to behavior that is not sustainable. Considering the ever-prevalent gap between values and actual behavior (e.g., Claudy, Peterson, and O'Driscoll 2013) , it is imperative to continue looking for behavior-specific beliefs that serve to close this gap and encourage behavior that benefits both the individual and society.
Importantly, this research is also the first known work to show differences in religious and non-religious individuals as to where they attribute responsibility for solving environmental issues, particularly in relation to marketplace actors. Using attribution theory (Kruglanski 1975 ) and locus of control literature (Kalamas, Cleveland, and Laroche 2014) , we find that religious individuals, who historically are more conservative and trusting in business (Guiso, Sapienza, and Zingales 2003; Stern et al. 1999) , believe that business organizations have the obligation to be more sustainable and thus are more responsible for solving sustainability-related issues than consumers. Conversely, non-religious individuals place greater burdens on themselves and other consumers for responsibility in resolving such issues. More broadly, these findings add to the literature on attribution theory (Kruglanski 1975) to show that religion is an important antecedent to understanding consumer attributions. This finding also has significant macromarketing contributions, discussed below.
Macromarketing Implications
Regarding macromarketing, it is important to understand how people in the aggregate think about sustainability, and the role that faith plays in this conversation. Our findings indicate that the answer to this question depends on how people answer a question of core belief -were we put on this earth to be stewards of God's creation, or were we put here to have dominion over it? The answer to this question is one of faith, and one that leads people to very different worldviews.
In our data, people who considered themselves religious demonstrated the highest levels of belief that we were put on earth to have dominion over God's creation. These respondents were also least likely to engage in sustainable behaviors, were less likely to express a willingness to pay more for sustainable alternatives, and most likely to expect businesses to bear responsibility for dealing with questions of marketplace sustainability. Further, among those who considered themselves religious, these sentiments were strongest among those with the highest levels of conservativeness and religiosity, as measured by frequency of religious service attendance.
Conversely, people who considered themselves nonreligious demonstrated the highest levels of belief that we were put on earth to be stewards of God's creation. These respondents were most likely to engage in sustainable behaviors, to express willingness to pay more for sustainable alternatives, and place the responsibility for improved sustainability on themselves, as consumers. In short, very different worldviews about our relationship to nature lead to very different marketplace behaviors and expectations on a marketing system's approach to dealing with questions of sustainability. Layton (2009) argues that organizing principles are a core structural element of marketing systems. Sustainability is such an organizing principle, but this research shows there are differences in how that principle is viewed and applied. If complex market systems are embedded in a social matrix (Layton 2011) , then differences in religious worldviews add to the complexity of the system. Challenges to making sustainable behavior part of the dominant social paradigm (Kilbourne, McDonagh, and Prothero 1997) may stem from fundamental differences in organizing principles such as this.
Why should macromarketing scholars care? Both worldviews are widely held, and each leads to a different developmental approach to markets as a solution to the sustainability challenge . These views affect the exchange logics that buyers and sellers bring to the market (Layton 2009) , and differing exchange logics add to the complexity of a marketing system (Mittelstaedt, Kilbourne, and Mittelstaedt 2006) . In this case, differing perspectives on sustainability, and the responsibilities of marketing actors in advancing sustainability, influence marketing system complexity. The findings of this study indicate that these logics are rooted in deeply held beliefs about humanity's role in nature.
The two distinct profiles found in this paper indicate that, in the main, how one sees themselves in relation to God's creation affects to whom they direct responsibility for affecting sustainable change in the marketplace, and how they behave themselves. Those who consider themselves religious, usually holding a dominion perspective, believe that system actors other than themselves should be held accountable for environmental sustainability, and this is reflected in their personal behavior. Conversely, those who do not consider themselves religious, usually holding a stewardship perspective, view consumers as responsible for affecting sustainable change, and this is reflected in their behavior.
Two conclusions can be drawn from this. First, religiously embedded beliefs about humanity's role in nature affect individual consumption behavior, with ripple effects across a marketing system. Because beliefs are difficult to affect and persistent over time (Stern 2000) , we should expect that there are upper limits to the number of people who will see themselves as stewards of God's creation, and who will rely on themselves and similarly oriented people to take on the responsibility of reforming marketing systems to be more sustainable. Because these views are so embedded, policy makers need to take them as givens, rather than as attitudes that can be changed through social marketing initiatives.
Second, dominion and stewardship provide insights into how we might integrate sustainability thinking into marketing systems, from both developmental and critical perspectives (Kilbourne and Mittelstaedt 2012; Mittelstaedt et al. 2014) . A developmental perspective leads us to think about ways to use marketing systems to improve sustainability. A dominion perspective would argue that we can improve sustainability by making the business case to firms and intermediaries -that everything that goes up a smoke stack or into a landfill is wasted profit -without placing additional burden on end users. The stewardship perspective would emphasize personal responsibility of end users. The critical school, on the other hand, would focus on the prevalence of a dominion perspective as a barrier to improving sustainability, and the need for confronting and critiquing this core belief. The critical school would argue that the dominion perspective is part of the problem, while the developmental school would see it as an environmental condition that can be harnessed to reform a marketing system.
The good news is that, while these perspectives may be mutually exclusive, actions to leverage these perspectives are not. The power of a systems perspective of marketing is that it allows for change to be affected from multiple angles, simultaneously. The findings of this research lead us to conclude that religious perspectives on our relationship to God's creation are central to the ability of marketing systems and their actors to create a more sustainable world. A multi-pronged approach, emphasizing personal responsibility among those who see themselves as stewards of God's creation, while stressing business efficiency within and among intermediaries for those who see themselves as having dominion over nature, may be the best approach.
To a certain degree, however, even such a solution must be approached with caution, as our findings indicate certain nuances present among religious consumers. For example, our findings show that among religious individuals, those who identify as progressive in nature (as opposed to conservative) are more likely to accept these policies. Conversely, religious conservatives might be more apprehensive toward any solution that requires them to alter their lifestyle. Further, our findings reflect that the frequency with which a religious consumer attends religious services and is exposed to religious teachings potentially impacts their willingness to respond to these approaches. Accordingly, attempting to enact policies aimed at mending these seemingly irreconcilable differences must be approached with care in light of our findings.
More specifically, policy makers or marketing managers involved in promoting sustainable reform or developing and promoting sustainable products can benefit from the findings from our study by integrating dominion or stewardship beliefs into campaigns. Building off value-belief-norm theory, consumers use their values in development of beliefs, which guides behavior. Understanding and developing campaigns that align with consumers' values and integrate beliefs into campaigns (e.g., dominion/stewardship references in campaigns) may be more likely to influence consumers to behave in a way consistent with marketer desires.
Limitations and Future Research
This research is limited by the use of only a Western religious sample. Future research should explore how dominion and stewardship mediate the relationship between religion and sustainable behaviors for Eastern religions (e.g., Hinduism, Buddhism, Taoism, Confucianism), other belief systems (e.g., Native American religions, secular naturalism beliefs), as well as denominations within belief systems (e.g., within Christianity -more progressive Methodists versus more conservative Baptists). Though stewardship and dominion are less prominent in the teachings of Eastern religions (Bakken 2009 ), a great amount of evidence suggests that Eastern religion traditions are rooted in these concepts, with prior research showing sustainable actions to be greater for Eastern religions, with these effects dependent on whether the Eastern religion is the dominant religion in the area. For instance, Buddhists in America are found to participate in more sustainable behaviors than Buddhists in South Korea, whereas the opposite is found for Christians in America versus Christians in South Korea because the minority religion holds more strongly to their religious views to prevent inoculation from the majority religion (Minton, Kahle, and Kim 2015) .
Additionally, the main study of this research is limited by use of a dichotomous measure of religion (i.e., believe or not believe) and using church attendance as a measure of religiosity. Although prior research has used single item measures of religiosity to find significant influences on behavior in the marketplace (Cohen, Siegel, and Rozin 2003; Hossain and Onyango 2004; Minton, Kahle, and Kim 2015) , a more comprehensive measure of religiosity, similar to the one used in our follow-up study, could lead to a more holistic understanding of religion's influence on sustainable behaviors. For example, in our follow-up study, we follow Stark and Glock's (1968) view of religiosity as a three dimensional construct composed of affective religiosity (i.e., spiritual connection), behavioral religiosity (e.g., church attendance), and cognitive religiosity (i.e., knowledge of scripture). Assessing these three dimensions in more detail in a comprehensive study of religiosity and sustainability could lead to unique findings. Particularly, we might expect cognitive religiosity would likely be most connected with views of dominion and stewardship given cognitive religiosity's root in knowledge of scripture and related scripture references to dominion and stewardship. Further, cognitive religiosity can also be useful in explaining conservative or progressive religious views (e.g., assessing whether a person views religious scripture as always true or to be interpreted in light of today's culture).
As another example, Jones et al. (2013) classify religious people as religious conservatives, religious moderates, religious progressives, or non-religious. Such a classification could lend insight into sustainable behavior, such that religious conservatives would be expected to be less sustainable in comparison to religious progressives (Guiso, Sapienza, and Zingales 2003; Stern et al. 1999 ). Although we developed a proxy for a consumer's liberal/conservative nature, we do not adequately assess liberal/conservative views of scripture. Building off this classification, further research should also elaborate on how differences among secular worldviews (e.g., atheist vs. agnostic) may influence sustainable attitudes and behaviors. Additionally, further research should expand on outcome measurements to assess actual sustainable behaviors rather than behavioral intentions.
Although dominion and stewardship appear to be in contradiction with one another, it is important to note that the current research does not take into account the possibility that consumers could simultaneously hold views of both dominion and stewardship. For example, future research can consider the consumer who believes they are placed on Earth to have control over nature and, as a result, want to be a good steward of nature so as to protect it for future generations. We also made the decision in the current research to focus solely on the widely held beliefs of stewardship and dominion rather than expanded categorizations of environmental ideologies (Rasmussen 1991) or ethical cases (Murphy 2005) . As such, further research should examine other environmental viewpoints besides dominion and stewardship, such as eco-feminism or sacramentalism (Rasmussen 1991) or intergenerational justice (Murphy 2005) , and how these viewpoints interact with consumers' religiosity and sustainable behavior.
It is also beneficial to note that our study takes a broad attempt at examining complex issues surrounding religion and humanity, sustainability and society, and national agency and market forces. Naturally, we are unable to examine how each of the forces interact on a detailed level. Future research should address the intricacies left unexplored in our study.
Conclusion
This article builds off value-belief-norm theory (Stern 2000) and attribution theory (Kruglanski 1975) to examine the relationship between religion and sustainability in the marketplace by investigating how beliefs of stewardship and dominion are influenced by one's religious values and, in turn, how these beliefs influence behavior. Given the current environmental crisis and a global population inclusive of billions of religious people, it is imperative that we understand how these religious views influence consumers' decisions to engage in behavior beneficial to the environment, thereby influencing actions in broad marketing systems. This research takes one such step with the knowledge that many more steps will be needed to achieve a more sustainable future. 
